In this effort, TAD utilized various tourism imaginaries related to Norden already present-as illustrated in the article described above-in Germany. When discussing 'tourism imaginaries', I use the notion as Noel B. Salazar has theorized it. Inspired by Paul Ricoeur, Salazar describes imaginaries as 'socially transmitted representational assemblages that interact with people's personal imaginings and are used as meaning-making and worldshaping devices.'
5 With regards to tourism, he holds these imaginaries to operate through 'stories, images, and desires, running the gamut from essentialized, mythologized, and exoticized imaginaries of otherness to more realistic frames of reference [which] often function as the motor setting the tourism machinery in motion.' 6 For my purpose, I understand these imaginaries to interact with and be reinvented, reiterated, and reproduced through TAD's cultural and commercial self-fashioning. Put crudely, the tourism imaginaries available to TAD in Germany fell in three overall but far from distinct categories: A Nordicism rooted in eighteenth and nineteenth century romanticism; Nordic race theory, as popularized in the 1920s; and a notion resembling what has been called 'Nordic modernity.'
In the following, I argue that while TAD did indeed invoke both textual and visual references to the two former types of imaginaries it would eventually settle on a notion of what constituted Norden in its promotional material that relied heavily on the idea that
Norden constituted an exceptional development especially in socio-economic and political
regards. Yet, neither the racial nor the romanticist shadings of the much-contested concept of
Norden disappeared entirely from the promotional material. In fact, a main point of this article is precisely that TAD did not find these backward-looking imaginaries incompatible with but-to a certain extent-integral to the framing of Norden as a particularly modern region.
5 Noel B. Salazar, 'Tourism Imaginaries: A Conceptual Approach', Annals of Tourism Research, 39, 2 (2011), 863-882. 6 Ibid., 865.
In the following, I first outline the existing tourism imaginaries related to a specific symbolic geography of the North, both in cultural and racial terms; that is, in the form of Nordic romanticism and Nordic race theory. After having outlined these pre-existing imaginaries, as they were used and seen from a Nazi German perspective, I probe their reinvention, reiteration, and reproduction in TAD's promotional efforts throughout the 1930s in the largest part of the article. In order to show to which degree the version of Norden promoted to a German audience was specifically 'nazified', I devote a part of the analysis to a comparison of two brochures aimed at German and British audiences respectively. Finally, I
conclude the analysis by tracing the emergence of Norden as a social configuration in the promotional material. First, however, I turn to a vision of Norden that was arguably more popular in Weimar Germany.
The discipline often known as der Nordische Gedanke (the Nordic Ideal) was popularized in the tumultuous twenties of the Weimar Republic. It resulted from a scientific shift in which mid-nineteenth-century German liberal anthropology transformed into a nationalist, eugenically inspired science in which the hierarchies of racial types and their characteristics became the predominant concerns. 10 Hans F. K. Günther's Rassenkunde des 10 The exact causes of this shift have been the topic of much scholarly debate. The school of liberal anthropology, founded by such figures as Adolf Bastian and Rudolf Virchow and adhering to a positivistic epistemology stressing a fundamental unity of mankind, lost out to a 'diffusionist revolution' at the turn of the century. Andrew Zimmerman, Woodruff D. Smith and H. Glenn Penny respectively argue that this was a result of German anthropology's entanglement with German imperialism; caused by the rise to prominence of a generation disappointed in their distanced, apolitical, and empiricist stance; or the consequence of interactions between their institutions and an increasingly demanding public sphere. This, according to the Reichsgeschäftsführer, was the background for the upcoming trip with the MS Milwaukee, onboard which leading German and Nordic personalities, films, and artworks (including folk dances and folk music) would purvey to the travelers 'the best possible way to get to know the character of the North.' 32 In her impressive study on the tourist industry in Nazi Germany, Kristin Semmens has convincingly argued that Italy was the preferred ideological destination for international tourism among the Nazi leadership. The relations between Germany and the North, which are founded on the basis of a shared composition of a common and geographically and racially connected living space (Lebensraum), deserve the strongest and most lasting support, [and] are better cherished through in-depth knowledge of Nordic countries, Nordic people, the Nordic life and its special forms of expression, the Nordic tradition of history and sagas, the old Nordic peasant and seafarer culture, than through lectures and books. We go into the country […] out of the conviction that these countries have something to bring to the new Germany.
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Selling its tours to the Nordic countries, the Nazified Nordische Gesellschaft thus combined
Nordic race theory and Nordlandromantik to provide a portrayal of the North as a travel destination in terms not only compatible with but even highly attractive to an audience influenced by Nazi ideology. The shared living space-defined racially-served as justification for a romanticized longing for the North, its peoples, history, and cultures. Here, which was now run on a professional basis while receiving substantial state funding. Landscape descriptions are prominent throughout; while not always explicitly invoking Nordicist imagery, they consistently operate within a romantic discourse.
Furthermore, the description of Copenhagen is largely focused on architectural sights, as well as museums, sculptures, and squares, and even contains a paragraph devoted to the 'seductive rhythm' of the metropolis. 46 While especially the mention of Copenhagen's leisurely sides points towards a modernist framing that would become more prominent in the tourist material from this point onwards, the brochure's text is by and large quite a traditionalistic, romanticist, and at times Nordicist piece of travel writing. ideologies. 48 The building serving as the background for the gymnasts is the Ollerup Gymnastic Folk High School, whose leader-Niels Bukh-in the words of Nielsen, 'was perhaps Scandinavia's most illustrative example of [… a] combination of essentialism, body fixation and longing for authenticity in the 1930s.' The prominence he enjoyed internationally and domestically in the interwar years stands as a testament to the wide concern given to mental and physical health across the European continent, as expressed in the idealization of sport.
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While Bukh strove for authenticity and saw his gymnastics as 'primitive,' he simultaneously insisted that they were based on highly scientific principles, just as the process of subjectification at the core of his body culture transformed the body into 'the domicile for the forward-looking, utopian strategies of the self'-Bukh's modernism was a palingenetic one. 50 What is more, the gymnasts were carefully selected-with a preference for blue-eyed As was the case for almost all of TAD's promotional material from the late 1930s, the same brochure was published in a slightly altered English-language version as well. 58 The subtle differences in content for the versions aimed at Germany and Great Britain, respectively, suggest different perceptions of the target audiences among the marketers at TAD. They might thus hint at the degrees to which some tourism imaginaries related to the notions of a romantic and racialized Norden were prioritized above others in material aimed at Germany relative to Great Britain.
In contrast to the Anglophone version, the German-language version of the 1936 brochure leaves unmentioned that the country entertains 'the most advanced social laws in the world.' While visually alike in everything but the cover pages, the two different versions of the brochure differ in textual details throughout. On the second pages of the brochures, for example, the features of Denmark as a travel country are summed up. According to the English-language version, Denmark is:
The sea-girt land of the Vikings.
The land of Shakespeare's Hamlet.
The land of Hans Christian Andersen.
The land with the wonderful Beaches.
[…]
In the German-language version, the country is advertised as:
The land of Nordic Folk Culture (Volkskultur)
The land with the beautiful Beech Forests
The land with the roaring Ocean
The land with the mild Summer Nights […] In this example, the Anglophone version carries more concrete historical and cultural references than the material aimed at Germany, which puts stronger emphasis on folkloristic notions related to romantic readings of the Danish landscape. While this landscape differs quite markedly from that of the mountainous Scandinavian Peninsula with which much
Nordlandromantik was associated, it does nevertheless fit quite well into the folkloristic imaginaries of the North centered around the Nordic peasant.
Copenhagen also occupies a double page, well over half of which is devoted to The following year, TAD's brochures celebrated the king's twenty-five-year jubilee.
Apart from textual alterations made to accommodate for the jubilee festivities, however, all but the covers were exact reprints of the 1936 editions. 59 Once again, however, the different cover motifs adorning the brochures aimed at Germany and Great Britain respectively hint at the subtly different promotional approaches pursued in TAD's efforts to attract tourists from these radically different political and cultural contexts (Figure 8 ).
The cover image for the Anglophone poster depicts a woman lying on a beach. A small child sits next to her. The woman is young with shoulder-length curly blonde hair. Her bathing suit is red with a tint of pink, and above her waist is a white belt. She is depicted slightly from above and front-on, although her head is turned sideways, facing the child next to her. The child, dressed in blue, sits on what appears to be a map of Great Britain and Northern Europe inserted into the bottom of the frame. The eyes of the child are directed at a point on the western coast of Jutland to which the woman points. In the poster prepared for Germany, a similar looking woman is accompanied by a young man. She wears a dress which is more conservative than the bathing suit in the image produced for distribution in England.
Its color is a regular red and it is divided nearly halfway by a white belt as well. The woman is depicted from the side, with a hat in her lap. The man sits slightly behind and above her. Both are looking longingly at the idyllic nature behind them. Their focus seems to be on a burial mound rising above a landscape of yellow fields, blue streams, and green forestry.
There are some obvious similarities at play here: both images consist of two individuals focusing their attention on a symbolic object, both are anchored linguistically through almost identical headings, and in both cases, the backgrounds portray the romanticized 'Danish' landscapes of the hilly countryside and the wide and sandy beach on Jutland's western coast. There are similarities to be found on a more symbolic level as well.
The red and white clothing of the young blonde women is hardly coincidental and adds national symbolism to the youth, beauty, and Nordic traits embodied in their appearances. In general, both images connote youth, vitality, and closeness to nature, while neither urban settings nor elitist tourist attractions such as monuments and museums are showcased. In the same vein, whereas the woman on the cover made for a British audience literally points to a geographical connection between Great Britain and Denmark easily surmountable with modern technology, the same connection is made in the linguistic message on the image adorning the cover of the brochure distributed in Germany: 'there in a few hours.'
Nonetheless, one monument appears symbolically on the cover of the Germanlanguage brochure. Through her posture, the direction of her gaze and the sideways direction from which she is depicted, the woman evokes the statue of the Little Mermaid as seen from the Copenhagen waterfront (Figure 9 ). 60 The statue, which after the reorganization of TAD rose to prominence as a national touristic icon, 61 alludes to the romanticist values and indeterminate longings with which the fairy tale of the Little Mermaid is saturated. Thus, rather cleverly, another layer of meaning is added to the brochure cover-one that bears traces of the romanticized Nordicist tourist culture that was otherwise becoming less prominent in the promotional material.
In general, the organic and past-oriented symbolism is stronger in the images presented to the German traveler as compared to the Anglophone brochure, hinting that TAD 60 I owe my thanks to Eszter Timár for this observation. 61 Frausing, 'Et lykkeligt fornuftsaegteskab?', 49.
found such imageries more likely to be appealing to an audience in Nazi Germany than in Great Britain. The image on the cover of the brochure distributed to Great Britain leaves a more modern impression, the style being fairly simple without the idyllic and detailed backdrop of the German image. The beach as a landscape invites relaxation and vacationing (with the stress on vitality, to be sure), whereas the hilly fields make excellent destinations for youthful hikes while providing a setting in which the longing tourist can be one with history and romantic concepts into its ideology, however, the party stood tall on the progressive legislation achieved on social policy throughout the 1930s. 64 In this, the Janus-faced nature of the concept of Norden-which concurrently allowed for progressive and retrospective interpretations-was particularly useful.
As a brand of 'Nordicity,' to use a term coined by Christopher Browning, crystallized in the post-war era, the progressive interpretations of Norden would come to dominate. 62 In the Anglophone version, the phrasing is: 'Denmark, the land of tradition and modernity. 
